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Abstract 
European funds are considered to be the most important financial instruments designed to develop and improve the work done in 
each Member State. Achieving a high degree of absorption as well as exploitation of results obtained from implementing various 
projects depends to a high degree on how each country plan and organizes their work. Thus, for proper development of the field 
level of this activity is necessary to implement a marketing vision to facilitate on the one hand European funds, on the other hand 
communication with beneficiaries. Considering all these aspects, the level of this work was a study that sought to determine how 
Web technologies are currently used in marketing communications from the European funds in the field of tourism. Analysis 
undertaken aims to determine the effectiveness of these technologies and how they could be improved to increase absorption. The 
research was conducted at one of the most effective operational programs in Romania, namely the Regional Operational 
Programme. To complete results, a quantitative study was conducted among potential beneficiaries, to identify their opinion on 
how you should build websites so the existing communication processes to be more effective for the involved parties. 
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1. Accessing EU funds in Romania  
European funds are financial instruments that have been designed and developed at EU level to improve the 
business, social and cultural activities in the Member States. Their distribution is made after a thorough program that 
contains a series of research at the level of various markets. Thus, according to the existing problems within each 
State and according to their needs are allocated a number of financial resources, aimed to improving the work at the 
level of interest areas. 
Regarding Romania, in 2013 European funds absorption levels are quite low, but since the beginning we have 
registered some improvements. Last year, our country has managed to attract around 34% of European funds made 
available by the European Union. All investment value was quite high (2.88 billion €) compared to 2007-2012 when 
the total amounts absorbed were 2.2 billion €. (economie.hotnews.ro) 
In the first seven months of 2014, our country has managed to attract only 20% of the proposed objectives. Total 
investments in this period were directed to only three of the seven existing such as: Operational Sectorial 
Environment Programs, Operational Programme Administrative Capacity Development and Technical Assistance 
Operational Programme (zf.ro). Analysing the activity at the European funds level, in August was observed that it 
increased by about 0.46%. Thus, in July, Romania managed to absorb 36.47% of the total amount made available by 
the European Union; in August this rate reached 36.93% value. Looking at these percentages in terms of the 
amounts allocated to note that our country has managed to attract a total of 90 million €. The allocated amounts are 
redistributed in the two areas of particular interest in environment and transportation. In terms of activity during the 
first eight months of this year may notice an increase of approximately 3.46% from the previous period (666 million 
€) (zf.ro) 
Although, the absorption of European funds has shown some growth in this period, year of 2014 is unfavorable 
for the Romania if we look from the perspective of the attraction of EU funds at the level 2014-2020 cohesion 
policy. Our country has made this period a value of 164 euro / capita. Romania can access 22.9 billion € by 2020 
this value is rather small if compared to that recorded in the other countries of at the level Central and Eastern 
Europe such as Poland (77.6 billion €), Czech Republic (21.9 billion €) and Hungary (21.9 billion €) (zf.ro). 
The results from the undertaken analysis reveal that our country has experienced over time a number of 
difficulties in the absorption of EU funds. Following research conducted by the European Commission in our 
country observed that low absorption rate in Romania is determined by a number of factors. Among the most 
important are: lack of strategic planning for a longer period of time, there is a faulty system that does not provide the 
recipients all the information they need, the lack of efficient management and control system to track the 
relationship between requests and reimbursements (hotnews.ro). 
To improve work at this level in the activity sector it must be taken a series of measures aimed to increase the 
absorption degree in the country. To improve the activity at the level of accessing European funds it should be 
implemented a marketing vision through the use of specific strategic marketing concepts. Thus, as McDonald (1998) 
mentioned, at the level of any activity must be conducted an audit of the existing situation, further we have to set the 
specific objectives (which can be measured by absorption degree proposed) setting strategies and subsequent 
preparation and implementation of strategic plans according to McDonald (1998). 
In addition, goals must be clearly defined, to identify the starting point and the manner of hierarchy, to determine 
the components of the problems identified in their formulation according to Pop (2000). Another important aspect in 
the existing strategic marketing refers to marketing strategy development and implementation seen by Philip Kotler 
as that plan of action that leads to the objectives set in the previous step according to Kotler and Keller (2005).  
As mentioned before, in order to improve access to European funds in Romania requires implementation of 
marketing planning. In tourism this is very important concept, which is the setting and oriented effectively existing 
resources. To implement the marketing planning tourism when accessing European funds should be covered the 
main steps identified at this level. Thus: in the first stage should be set general marketing objectives, then analyze 
the situation, setting goals and marketing strategies, establishing marketing budget allocated to meet the targeted 
marketing objectives and as well as program design, monitoring, evaluation and any possible corrections by 
Stăncioiu (2005).  
By developing and implementing marketing planning both at national level and in each development region in 
part, by improving marketing communications in regions as well as by implementing appropriate technologies and 
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web tools, Romania can improve work accessing European funds and get a better place among countries aiming the 
same interest:  to attract external funding. 
Another aspect that may contribute to the development of tourism accessing European funds refers to the use of 
technology and web tools. Applying online marketing has the purpose to create and maintain long term relationships 
with clients by conducting online activities that allow the exchange of ideas, products and services, all with superior 
conditions to satisfy the needs and desires of users according to Orzan and Orzan (2007). 
According to Orzan et. al. (2011), another important limitation in Romania is the specific cultural influences, 
which prevent Internet penetration to grow higher than the European average. Using online marketing in accessing 
European funds involves developing and implementing marketing-mix in this area. Thus, in addition to the four 
specific pillars of marketing: product, price, placement and promotion according to Balaure et al. (2002), are added 
two components: interactivity and databases says Orzan et. al (2007). However, the four P specific marketing 
activity undergoes certain changes due to their identified by implementing technologies and web tools. Thus, they 
facilitate the transmission of sold goods / services, which allow viewing and comparing price, facilitates the 
distribution activity and communication with the end user. 
Regarding online communication policy communicative, this brings a number of benefits to both users and 
companies in terms of the relationships between the two parties says Grosseck (2006). In accessing European funds, 
the existing web technologies and tools help to improve contact between beneficiaries and project responsible, 
giving them access to all the necessary European projects and sometimes allowing contact with other beneficiaries 
to exchange experience. 
Based on all mentioned above, we recommend an analysis of the situation at this moment as a necessity required 
at this level of accessing European funds in the field of tourism. This will review the situation on the market and will 
be traced after the main conclusions that can stand at the basis of future objectives. 
2. 1st Case Study – North Eastern Romania Website Audit using detail analysis  
2.1. Methodology research 
The paper is based on a study that seeks a thorough analysis on how web technologies and tools are used to 
facilitate communication with users in the EU funds for tourism. It was performed an analysis which was conducted 
at the most advanced level of Operational Programme in Romania, namely: Regional Operational Programme 
(ROP). Over the time, in our country, it came on the first place both in terms of absorption and in terms of meeting 
the proposed indicators (inforegio.ro). This program was one of the most effective, bringing a number of benefits to 
our country both in terms of objectives and in terms of creating jobs and reducing unemployment (mdrap.ro). 
Regarding the conducted research, it was thoroughly analyzed the Romania North East Region website. It was 
aimed at how web technologies facilitate marketing communication in which regards touristic destination. Looking 
from the perspective of marketing activity it was observed both elements considered of being the most important 
and as well, those that prevent communication with potential beneficiaries. Moreover were analyzed and how the 
website was designed and how it facilitates the transmission of information to beneficiaries. The research was 
conducted between 9th January and 10th September 2014 in Bucharest, by accessing the development region's 
website. 
2.2. Online communication process audit regarding websites for Romania North-Eastern Region 
The existing communication process in the North Eastern Region Development is achieved easily through 
marketing tools. Adrnordest.ro website provides a range of information on project planning (in European context, 
national, regional, Northeast PDR, North-East PRAI and Northeast PRAT) and in existing funding prospects in the 
region (Catalogue of funding sources, resources for investors, business support programs PHARE, REGIO). In 
addition, potential beneficiaries are available to a number of tourist data related to the traditions of the area, culture, 
Moldavian villages, etc. 
Increasing confidence of website visitors is through Communication section. This section presents the 
communication means used to discuss with project beneficiaries providing them the main strategic documents and 
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materials published by the Agency (regional newsletter). Online communication is supported by the existence of 
official pages on the social network Facebook. This page gives users a lot of information on how they can access 
European funds in the region. 
Section entitled Innovation sustains the Regional Development Agency mission, namely: creating and sustaining 
an environment by implementing innovative projects dedicated to increase innovation capacity of the region. In this 
context, to potential beneficiaries are communicated the main features that new projects should contain, exclusive 
news about new developments and a brief archive of the innovation projects carried out so far. 
The range of information on issues that present a high novelty, becomes complete when beneficiaries are 
communicated valuable information on the projects which can be applied, which was added to the review section. 
Among the most important projects extensively discussed in the section Innovation can be found: Project Strategy 
S3, AMI 4 Europe, RIS - DISCOVER NE, Innova Project and Enterprise Europe Network. To support 
communication in the online environment and to maintain close contact with potential recipients, on the front page 
of the website is posted the efficient public acquisition guide for energy. 
In addition to the above information, users have the opportunity through the website to access media gallery of 
the region's development, various advertising materials or obtain some information on upcoming events in the near 
future. Furthermore, the website can be viewed both in Romanian and in English. 
Online communication conducted in the North Eastern Development Region is primarily based on transparency, 
successfully promoting a number of institutions, namely: Bureau for Regional Development Agency in Brussels, 
EURADA and North-East Europe Direct Centre, European information and communication pole. Online 
communication i with the RDA bureau in Brussels supports the initiative to discover potential beneficiaries query 
included through a blog on the main page of the website, with the message: "Contact the Brussels RDA North-
East!".  
Agency supports economic and social development by offering training courses in Regional Study Center (RSC) 
North-East and the inclusion of web technologies to support education. The eLearning executive coaching platform 
named "U-coach" is used as a web tool for the development of individuals in terms of European funds. 
This training program is a basic pillar for improving management style promoted by the beneficiaries on their 
employees and can be viewed in Romanian, English and French.  
The e-learning platform blends the most necessary materials and tools for beneficiaries, to gain new 
communication skills and to identify new strategies through which they can exploit the potential of their employees. 
The training process is composed of six stages (http://www.adam 
europe.eu/prj/7415/prd/22/1/newsletter_ucoach_3.pdf) :  
1 Understand concept: the ability to understand the purpose for which you work and identifying new 
situations appeared;  
2 Assess needs: assess needs occurred to employees and finding new ways to improve their instruments - 
analysis skills, emotions, and work styles orientation;  
3 Identify goals: setting specific goals for work taking into account the mutual agreement goals between the 
employee and executive;  
4 Generate plans: separate action plans to achieve the purposed objectives that are in accordance with the 
general objectives of the organization and the promoted values;  
5 Apply tools: creating a climate of trust between the employee and the executive;  
6 Consolidation: increasing employee engagement through learning and continuous improvement. 
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Figure 1 Training stages 
Source: Content and figure used from http://www.adam-europe.eu/prj/7415/prd/22/1/newsletter_ucoach_3.pdf 
 
E-learning platform U-coach supports all members by drawing some lines regarding the choice of work options. 
Areas of work of each party are clearly defined and easily viewed by students. As we can see in Figure 2, the 
interface platform includes:  
- A section on the main menu that aims learner navigating from one stage to another (Work Area No. 1);  
- A section on the menu and sub-menu of that stage (Work Area No. 2);  
- A section corresponding to the phase content of different submenus (Work Area No.3);  
- A section for identification of the place within the learner is learning - this is done through a graphical monitoring 
of all the steps taken so far (Work Area No. 4). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2. Work spaces on the platform 
Source: Adapted from: http://www.adam-europe.eu 
 
A dedicated website aimed to access European funds in the North Eastern Romania (through the Regional 
Development Agency), provides information on EU legislation on the one hand people specialized in this field and 
on the other children. 
Thus, a number of projects such as: Children's Business School or Europainter Junior Competition aim to 
develop entrepreneur spirit among the children. Agency’s effort to improve the quality of children’s’ life are highly 
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visible from the main page of the website through the section "Children’s’ Corner". Online marketing 
communication is a good alternative to promote a region's development from a different perspective than the usual. 
According to Popescu (2008), a successful website is determined by its quality control system, easy access to 
information and high quality photos. 
"Children's Corner" pleasantly surprise the world of childhood, presenting a variety of games and quizzes that 
involve children's minds and also effectively communicating essential information about the European Union and 
the rights that they hold. This website allows children to discover, through various fun games such as "Discovering 
Europe", "Language Quiz", "Organic farm - Memory Game", "Time traveler", " Banknotes puzzle " etc. some of the 
main objectives of the European Union.Another application found on the webpage dedicated to access of European 
funds in the Northeastern Development Region of Romania's is “Brussels Dictionary". Game word was successfully 
elected to draw attention to this section and it was considered as a very good marketing strategy to separate with 
accuracy specific European terms or so-called "euroslang". 
For a better knowledge of users about the development region an interactive map is available to them through 
which they can discover the region, through its associated counties, locations and subsidiaries ADRNE. Also, at this 
application can be viewed distribution of European railways and roads located in its area. Moreover, the online 
promotion of the region is outlined through the touristic region authenticity, discovered through an impressive 
collection of images such as landscapes, monasteries, saline caves, natural reservations, lakes etc. 
3. 2nd Case study – Research regarding potential beneficiaries attitude on how it should be built websites for 
European funds access in the field of tourism 
3.1. Research methodology 
To complete the previous results, a quantitative research was conducted which aimed to identify respondents' 
attitude on how websites should be built to facilitate the work for European funds access in the field of tourism. The 
study aim to determine the main factors considered by users to be elementary in evaluating websites in this field. 
The research was conducted on a sample of 198 respondents aged between 18 and 35 years, who want their future to 
draft through various projects eases the access of European funds in the field of tourism. As an instrument in this 
research, it has been designed a questionnaire, which was distributed to respondents using the esurveysPro platform. 
Results were analyzed using the IBM SPSS Statistics 20. 
3.2. Results 
Identification of the main features lies on the ground of this research; the main features were considered by the 
respondents as being extremely important in enhancing the usefulness for accessing European funds of websites in 
the tourism field. On the ground of analysis, a range of indicators were considered such as: structuring information, 
user access, feedback, e-learning platforms available on the website, website design and update information 
frequency. 
Analyzing the results arise, regarding the mean, we observed that the highest importance was given to website 
design (6.53), followed by feedback given to users (6.52), user guide (6.50), e-learning platforms on the website 
(6.49), how information is structured and distributed at this means of communication (6.34) and update information 
frequency (6.28). The mean is showed in the table below: 
 
Table 1. The resulted mean for the considered features of a website 
VARIABLES MEAN 
Structuring information provided 6.34 
Feedback 6.52 
Website design 6.53 
eLearning platforms available on the website 6.49 
Guide  6.50 
Update information frequency 6.28 
                                                       Source: SPSS Output 
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After a detailed analysis for each component mentioned above, we noticed that the structured information 
provided registered 39.7% of respondents which consider that this feature has a significant influence on the users’ 
perception regarding the website utility. Thus, the way is structured the information, meaning the content and how is 
distributed, influence users in a high measure. 
62.8% of respondents consider that the feedback given to the website shows a high importance, while 62% of 
them said that the website design contributes significantly to improve work at this level. Website design, images and 
colors used are designed to facilitate the transmission of information and to improve the communication process. 
Another component was considered the existing e-learning platforms on the website. Thus, 59.5% of potential 
beneficiaries declared that eLearning platforms have a particular importance, being a real support for the potential 
beneficiaries in the activities they carry out. Furthermore, these platforms have the capacity to provide a range of 
information that can be used later designing EU funded projects. 59.5% of respondents declared that the applicant's 
guide available to all beneficiaries on the website has a particular importance because is the main mean to 
communicate all the information they need when they access external funds.  
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3. The importance of features’ websites dedicated to European funds access in the field of tourism Source: SPSS Output 
Very important 
User Guide 
Very important 
Update information 
frequency 
Very important 
eLearning platforms  
available on the website 
Very important 
Not important 
Website design 
Very important 
Feedback Structure 
of provided information  
Very Important 
Very important 
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Thus, the guide becomes the main tool for beneficiaries, through which the emitter transmits clear and concise 
the message to the receiver. 42.1% of respondents consider that the update information frequency is a very 
important variable. Thus, updated beneficiaries in which regards information about the current market situation, 
have the opportunity to build their own strategies and use the best tactics in accessing European funds in the 
development region. 
3.3. Multiple linear regression model 
To determine the influence of factors analyzed above in which concerns explaining the website utility, we 
decided to apply a multiple linear regression model we decided to apply a multiple linear regression model. 
Considering this, the multiple linear regression model equation is defined as it follows: 
 
 
                  Y= a +b1* X1 +b2* X2 +b3* X3 + b4*X4+b5*X5+b6*X6+Ɛ,                   (1) 
 
where: 
 
Y – represents the dependent variable (Website utility); 
 a – is the origin of the line (constant);  
bi – are coefficients b for the independent variables (Feedback, Frequency of updating information, User 
guide, Update information frequency, eLearning platforms available on the website available on the 
website, Website design); 
 Xi – are the independent variables I; 
 Ɛ – represent the standard error of the estimation. 
 
Below (Table 2) we can see that the value of the adjusted determination coefficient R2 is 0.746 and we can 
conclude that there is a high positive correlation between website utility and the factors integrated in the model, 
namely: Feedback, Structuring information provided, User guide, Structuring information provided, eLearning 
platforms available on the website, Website design. Specifically, the independent variables selected in the regression 
model explain variance of the website utility at a rate of 75.9%. 
Table 2. Multiple linear regression model (Model Summary) 
Model R  R Square    Adjusted R 
Square 
  Std. Error 
of the 
Estimate 
Change Statistics 
R Square 
Change 
     F Change df1    df2         Sig. F Change 
1 .871a .759  .746 .291 .759 59.783 6 114 .000 
a. Predictors: (Constant), Feedback, Update information frequency, User guide, Structuring information provided, eLearning 
platforms available on the website, Website design 
        Source: SPSS Output 
 
The model is based on Sig value included in the ANOVA table below. We notice in the table below (Table 3), that 
Sig is 0.000 <0.05 and we can conclude that the model introduced for analysis is accepted. 
 
Table 3. ANOVA – Multiple linear regression model (ANOVAa) 
 
Model Sum of Squares df Mean Square F Sig. 
1 
Regression 30.278 6 5.046 59.783 .000b 
Residual 9.623 114 .084   
Total 39.901 120    
a. Dependent Variable: Website utility 
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b. Predictors: (Constant), Feedback, Frequency of updating information, User guide, Structuring information provided, eLearning platforms 
available on the website, Website design 
Source: SPSS Output 
 
The table of coefficients, identify that all the independent variables considered in the analysis performed, show 
values statistically significant (Sig = 0.000 <0.05), except the significance of constant value, which is .214> 0.05. 
 
 
 
 
Table 4. Coefficients – Multiple linear regression model(Coefficientsa ) 
 
Model Unstandardized Coefficients Standardized 
Coefficients 
t Sig. 
B Std. Error Beta 
1 
(Constant) .425 .341  1.249 .214 
Structuring information 
provided .262 .063 .266 4.164 .000 
Feedback .131 .055 .156 2.394 .018 
Website design .174 .049 .237 3.546 .001 
eLearning platforms available 
on the website .138 .042 .170 3.280 .001 
User guide .108 .054 .128 1.995 .048 
Update information frequency .140 .048 .177 2.895 .005 
 
a. Dependent Variable: Website utility 
                Source: SPSS Output 
 
Table 5: In this context, the multiple linear regression equation applied to the proposed model, it is determined as: 
 
Website utility=   
0.266 *  
Structuring 
information 
provided 
 
+ 0.156 * 
Feedback 
+ 0.237 * 
Website 
design 
+ 0.170 * 
eLearning 
platforms 
available on the 
website 
+ 0.128 * 
User 
guide 
+ 0.177 *  
Update information 
frequency 
+ 0.291 (2) 
 
The biggest influence in terms of website utility is structure of the information provided, followed by choosing 
the website design, the update information frequency in tourism dedicated to access European funds. It also notes 
that the available e-learning platforms on the web site dedicated to the beneficiaries, the feedback and the user guide 
from the website are very important in explaining the influence on website utility. 
4. Conclusions 
European funds in tourism are the main financial instruments that aim to develop tourism activity in each 
Member State of the European Union. Romania has a great potential anthropic and natural that allows the 
development of projects financed from external sources. With such opportunities, our country has the possibility to 
access various European projects to rehabilitate some historical monuments, accommodation and entertainment, to 
improve infrastructure etc. 
Northeastern Romania benefits from a varied development potential in terms of territory. Both developed and 
isolated areas holds most valuable natural resources that can be exploited through the EU funded projects (mdrl.ro). 
If cities in the area annually attracts thousands of tourists through their style and the multitude of the objectives in 
the area, more deprived areas are characterized by a rich culture, which now retains old customs and traditions. 
Projects undertaken in the region have the ability to develop and enhance the existing natural resources in the 
area. Website dedicated to potential beneficiaries of Northeastern Romania, offers them a range of information on 
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how they can access European funded projects. However, we consider it a beneficial improvement by creating 
special fields at which users can quickly access all the documents they need to develop such a project. In addition, 
the provision would require a very detailed structure for the implementation steps. To facilitate the exchange of 
information between parties it is necessary to develop an online communication system which allows dialogue with 
a contact person. This would improve communication within the sector and will reduce projects time 
implementation. 
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